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This paper mainly discusses the information-based evaluation of the government 
and enterprise customers which China Telecom implements in the new period of fully 
integrated operation.The existing evaluation system is mainly based on the assessment 
of asingle product, but the current products are of various kinds and quantities. 
Therefore, a series of problems would arise in this context. In order to address this 
problem, this paper discusses a new evaluation index (viscosity coefficient of 
information product), which breaks the characteristics of the unique products and sets 
up an evaluation system of integrated and comprehensive assessment of general 
customers and individual one. This paper tries to propose an evaluation index system 
which can not only maintain and further promote the development of the leading 
traditional business, but will also make China Telecom hold the dominant share in the 
competitive market and guide the orientation of information technology development 
in the future. 
This thesis employs the Analytic Hierarchy Process(AHP) and Group Decision 
Method to calculate and analyse the viscosity coefficient of information product. 
Based on its goals, standards and programs, this paper tries to make a qualitative and 
quantitative analysis of the viscosity coefficient and proposes several relevant points 
that should be take into consideration while we employ the AHP to process the 
telecom viscosity coefficient. By making a case analysis of Quanzhou telecom 
company, the paper proves the scientific and feasible features of the above evaluation 
system and finally tries to investigate the deficiency of the system. 
A new evaluation index can address most effectively these problem in 
information product saling evaluation of organizational customers and applicate in 
seting up an evaluation system of integrated and comprehensive assessment of general 
customers by the researchs. 
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第一章  绪论 
 1
第一章  绪论 
本章简要的介绍了全业务经营时期政企客户信息化指标的研究背景，同时介
绍本文使用到的研究方法、创新点以及整体论文的组织结构。 
第一节  选题目的 














































































































































第二章  选题背景及相关概念 
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图 2.1 2008 年我国电信业重组图 
数据来源：根据网上公开数据作者自制 
 
第二节  电信竞争格局分析 
2001 年到 2007 年，全国电信业务收入从 3719 亿元增至 7280 亿元，年均增
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